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Winning strategies for
a sustainable future
The consequences of global warming have become undeniably stark. The
Intergovernmental Panel on Climate Change’s latest assessment predicts
temperatures will rise to 1.5C above pre-industrial levels in the next 20 years,
and lays out what this will mean with alarming detail: more heatwaves, more
floods, more droughts, and more plant and animal extinctions. Sustainability
is no longer an abstract concept.
Governments, businesses and individuals are using the upheaval of the
pandemic as a chance to reset, and this has become intrinsically linked with
building back more sustainably and equitably. For brands, this represents
immense opportunities, but also great risks for those that don’t move with the
moment. Our white paper provides you with a toolkit to thrive in this time of
transition, outlining the areas where your business can win, the strategies for
success, and the consumer profiles you need to be talking to now.
The following chapters cover the unique needs of each industry that WGSN
serves (beauty, consumer tech, fashion, food and drink, and interiors), and
focus on the six pillars at the heart of responsible product development:
sourcing, design, manufacturing, distribution, consumption and postconsumption. We have also included WGSN’s Sustainability Glossary as an
appendix, which we have used internally for some time, and are now offering
publicly as an open-source education tool for all, bringing shape and clarity
to a subject that can often feel opaque and complex.
Our mission at WGSN has always been to help you create a better future, and
as such, we are eternal optimists. The past year and a half has brought our
fragility into sharp focus, but it has also reinforced our resilience. It’s my
heartfelt hope that this white paper will provide you with the guidance and
sustenance you need for all the fights and victories ahead. Here’s to working
today to create better for tomorrow, and far into the future.

Carla Buzasi,
President & CEO, WGSN
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01 Consumer
Profiles
Three emerging mindsets are changing the conversation on sustainability. These are the profiles you need
to engage with to thrive in the new world

A 2020 World Economic Forum survey of 21,000 people from 28
countries found that 86% want to see more sustainable and equitable
products in the post-pandemic market. WGSN analysis shows
that sustainability continues to be a key consumer priority, with
conversations about the topic remaining relevant on social media
across industries.
Consumers are expecting change from companies, and many are
willing to actively participate in building back a better world alongside
the brands they choose. According to a 2020 report by IBM Institute
for Business Value, six out of 10 consumers are ready to change their
purchasing behaviour to minimise their environmental footprint.
Data suggests this has intensified during the pandemic.

Anna Shvets

Major brands will be looking to harness their global power, networks
and infrastructures to scale up ecological solutions, accelerate
innovation and democratise sustainability. As a result, it will
become more accessible and affordable for all.
The future of sustainability lies in collaboration, adaptation and
integration. In this chapter, we highlight three key consumer mindsets
that are emerging post-pandemic, and unpack strategies for brands to
engage with them.

01 Consumer Profiles

Democratic sustainability:
the value-driven consumer

Social media conversations about
sustainability uptick
Beauty users lead the way with conversations increasing
around Earth Day

For this group, sustainability expectations will be centred on
affordability and accessibility. Businesses will need to respond through
models and strategies that democratise access to sustainable education
and lifestyles. Ultimately, this will enable them to rapidly scale up
ecological solutions.
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Addressing the climate emergency requires global-scale behavioural
change to adopt responsible lifestyles en masse. To enable this shift,
affordability and accessibility to lower-impact propositions will be
fundamental for consumers. Increasingly driven by value for money
and a need for independence, this cohort will seek convenient local
solutions that simplify life and enable them to regain control of it.
Convenience and socio-ecological responsibility will need to be
integrated into commercial offers, as the majority of consumers (63%)
consider value for money a key purchase driver, according to a KPMG
survey of more than 75,000 respondents across 12 markets from May to
September 2020.
The pandemic has increased awareness of the fragility of the
globalised system and accelerated a shift in preferences from global
and centralised, to local and decentralised. Local economies and
services will enable customers to access and assimilate sustainable
choices on a micro-level. Open-source, decentralisation, degrowth
and decolonisation will shift from exclusive concepts to mainstream
realities, with major companies scaling up systems, products and
services that integrate these values by default.

01 Consumer Profiles

Active sustainability:
the purpose-driven consumer
These consumers are channelling their fears about the climate
emergency into hope and action, willingly adopting new behaviours
in order to reduce their ecological footprint. Companies will need to
collaborate with sustainability advocates, communities and individuals
to address the climate emergency collectively.

The purpose-driven consumer will transform negative emotions
related to climate change into hope and action, making efforts to adjust
their lifestyle to minimise their negative impact. More than half of
consumers (57%) are willing to change their purchasing behaviour to
be more responsible, according to a survey of 18,980 consumers in 28
countries by the IBM Institute for Business Value. Brands will need to
provide customers with propositions that facilitate the shift towards
sustainability, from personal carbon footprint-tracking apps to zerowaste products.
For businesses, being vocal about sustainability commitments will be
as important as following with actions. Purpose-driven consumers will
want to participate in changing the world for the better together with
the brands they choose. Community and collaboration will be their key
values, and hope and compassion will be their key emotions.

Ron Lach

Google search interest: circular economy
Google searches for “circular economy” rise worldwide as consumers look to understand more about sustainability
Google Trends, past five years, worldwide
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The extreme effects of the climate emergency – from record low
temperatures in Texas to record high temperatures in Canada and
floods in Australia – are impacting people’s mental health, in particular
young adults and children. In a 2020 study by the UK’s Royal College
of Psychiatrists, 57% of psychiatrists working with children and
adolescents in England reported seeing children and young people
distressed about the climate crisis and the state of the environment.
Climate depression and eco-anger drive greater engagement in climate
activism, according to a study published in 2021 in the Journal of
Climate Change and Health.
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Outsourced sustainability:
the disengaged consumer
Driven by a sense of mistrust in institutions and by misinformation, this
cohort rejects the responsibility of minimising personal environmental
impact through new behaviours. Instead, they place their expectations
on businesses to step in and lead environmental transformation.
The Edelman Trust Barometer 2021 found that business is perceived
as the only trustworthy institution over NGOs, government and media
by 61% of over 33,000 respondents in 28 countries. Consumers expect
companies and business leaders to address and solve macro socioenvironmental challenges, with 68% of those surveyed saying CEOs
should step in when the government does not fix societal problems.
This will provide an opportunity for businesses to establish themselves
as thought leaders, guiding customers to a more resilient and
responsible future.
Investments in sustainability will provide companies with great
economic opportunities, transforming the financial recovery from the
pandemic into a green revolution, and restoring trust and hope among
this consumer group. In Southeast Asia alone, the green economy could
generate more than $1trn in financial opportunities by 2030.

In Southeast Asia alone, the
green economy could generate
more than $1trn in financial
opportunities by 2030.
Bain & Company

Maintaining quality information standards will be another key
element for rebuilding trust among disengaged consumers. According
to a State of Plastic Recycling report, two thirds of over 5,500 adults
across four markets do not recycle all their plastic waste due to lack
of information and confidence in the recycling system. Brands, in
collaboration with governments and media, will need to provide
truthful, unbiased and reliable content around sustainability, helping
customers navigate the complexities related to it, such as recycling
products at the end of their lifecycle.

+

02 Fashion
Designing smarter and better with regenerative materials, tracing technology and boundary-pushing
partnerships

After times of introspection, pause, and for many also a re-evaluation of
values and priorities, the world is slowly opening up again. Having longed
for more 'normality' in our day-to-day, some of us have gone back to our
workplaces, decreased hours spent on Zoom, attended physical events, and
sat in cafés – catching up on everything we’ve been missing.
In Copenhagen, the S/S 22 edition of fashion week took place with
an abundance of physical shows, presentations, events, dinners and
parties, spreading the usual fashion week buzz around town.
It’s a joy to get caught up on what we have missed during the pandemic,
but what we have gained during the time we spent away from these
things is the knowledge that it’s more important than ever not to repeat
the past and conduct business as usual. Conscious citizens are hyperaware of the social and environmental pitfalls of organisations and
brands; legislation focusing on the EU textiles sector is underway; and
as part of our strategy at Copenhagen Fashion Week, show brands will
need to live up to a set of standards and requirements as of 2023. In the
spirit of this reset, we’ve partnered with global trend forecaster WGSN
on the Fashion chapter of this white paper, in which brands will find
insight and actionable guidance focusing on the design, sourcing and
packaging stage. Read on!

Cecilie Thorsmark,
CEO of Copenhagen Fashion Week

Copenhagen Fashion Week

02 Fashion

Google search interest: sustainable clothing
“Sustainable clothing” searches rise as consumers look specifically
for ethical brands and affordable options
Google Trends, past five years, worldwide

Regenerative sourcing
Regenerative agriculture is set to be a game-changer for many
industries, resulting in more responsible sourcing. Regenerative
farming practices actively improve environmental conditions such as
soil quality and biodiversity, reinvigorating soil so that it can actually
sequester carbon.
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The fashion industry is shifting its focus from doing less harm to doing
more good, whether it be through regeneratively farmed fibres or equitable
partnerships with artisan communities. Durable and long-lasting designs,
closed-loop and biodegradable packaging, and cross-industry collaborations are also lighting the way to a more sustainable future.
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For a fashion brand to move towards regenerative sourcing, everyone
in the business needs to understand the agricultural practices used
at the source of product development. That education process will
empower the design and sourcing teams to prioritise regenerative
natural materials.
From a creative viewpoint, design teams can champion and innovate
around the use of more soil-friendly flax and hemp, and prioritise the
Regenerative Organic Alliance’s ROC certification for cotton, wool,
cashmere and leather.
Business strategies
Collaborate with intentional sourcing programmes that encourage
global fibre farming communities to re-evaluate and improve
practices. Start incrementally by tackling the natural materials most
commonly used in your collections. Your long-term goal should be to
obtain all virgin natural fibres from these sources. Engage with the
Regenerative Organic Alliance’s ROC certification to work towards the
criteria needed.

Margent Farm grows hemp using regenerative methods in Cambridgeshire, England

02 Fashion

Environmental concerns continue to
drive purchasing decisions

Case studies

Response to survey question: “Which of the following
issues and initiatives are the most important when making
a fashion purchasing decision?”
WGSN Barometer, UK respondents, January-June 2020 vs 2021

2020

2021

Environment

35%

Ethical labour

30%
24%

Transparency
22%

Community

23%

Inclusivity
21%

Cause-driven
0

Timberland aims to source all its natural materials from
regenerative supply chains within this decade. As a member
of the Savory Institute’s Land-to-Market frontier founder
corporate advisory programme, Timberland is co-funding
the Ecological Outcome Verification (EOV) process on every
Thousand Hills Lifetime Grazed ranch, to measure the
environmental benefits to the land. In 2020, it introduced its
first collection of boots made from regenerative leather. Since
then, it has launched a number of new styles, and has started to
build new supply chains and systems for regenerative rubber,
cotton, wool and sugarcane.
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Luxury group Kering and Conservation International recently
co-launched the Regenerative Fund for Nature, aiming to
transform one million hectares of land used to produce leather,
cotton, wool and cashmere into regenerative farmland over the
next five years.

Timberland Earthkeeper Boot

02 Fashion

Track and trace fibres
Track and trace technology will help rebuild trust and transparency in
supply chains and provide assurance for people buying your product.
Being able to track your fibre usage will be crucial to measure
your business’s progress on carbon-based targets, and deliver an
accountable strategy. In the future, this may inform the level of a
business’s tax rate, its access to preferential loan and insurance
terms, and its ability to attract investors. Global policy influencers are
moving towards endorsing the blockchain for tracking fibres, textiles
and garments. In May, the United Nations Economic Commission for
Europe backed an Ethereum-based transparency toolkit for tracking
garments and footwear from raw components to the point of purchase.
Fibre track and trace schemes will enable customers and selling
partners to filter their choices by more responsibly sourced products,
and understand how to best dispose of them in circular
recycling initiatives.
Business strategies
Analyse your biggest fibre usage, and act now to take part in pilot
initiatives to track lower-impact fibres and textiles via third-party
certifications. Challenge the lack of transparency in mainstream fibres
such as upstream polyester by working with fibre tracers that can tag,
test and track your products all the way from raw fibre to garmentmaking and post-consumer end of life.

Truecotton / Toyoshima & Co. Ltd.

02 Fashion

Case studies
Track and trace pilots are emerging across all fibre groups:
For cellulosics: Lenzing and Hong-Kong-based software firm
TextileGenesis launched blockchain-enabled supply chain traceability,
available to brands and supply chain partners using Tencel Refibra and
Lenzing EcoVero fibre. Birla Cellulose’s Livaeco fibre uses molecular
tracing in its blockchain-based GreenTrack platform, which tracks 100%
of its forest-sourced fibre along the supply chain in real time. Eastman
Chemical Company has teamed with GreenToken by SAP to enable
molecular traceability of its certified recycled content.
For cotton: Track and trace initiatives include Bext360 x C&A
Foundation, Fashion for Good, Organic Cotton Accelerator, InfiniChains
x Pratibha Syntex, The Seam x US National Cotton Council, FibreTrace,
TextileGenesis (Tracing Threads), The Movement (Aware Blockchain
Recycled Fabric), Cotton Connect and Truecotton.
For polyester: Tech is emerging that traces polyester using indelibly
tagged molecular identifiers. Applied DNA Sciences partnered with
Indian group Reliance Industries Ltd to trace RIL’s R|Elan rPET
GreenGold polyester via CertainT technology. Eon recently launched
the global Partner Network with partners including Renewal Workshop,
Evrnu, Worn Again and Trove, and brands such as H&M Group, Target,
PVH Corp and C&A Foundation. Eon’s CircularID Protocol traceability
tool creates a digital chain-of-custody that alerts recyclers and advocates
when garments and textile products have reached end of life so they
can intervene.

Lenzing EcoVero fibre

02 Fashion

Responsible design
Growth in terms of volume of items and speed has often come at the
expense of design, as the product-person relationship is dominated by
algorithmic-driven highs that quickly fade, leaving unwanted (or worse,
unsold) product. Considered design practice is the tool to tackle this
issue. Ensure suitability and relevance to the sales channel, consumer
end-use, and end of life, whether it be reuse, recycling or reselling.
Collaborations are now embedded into the fashion industry’s neural
network. These can be truly progressive and signal how to design a
better future when they spark innovation, cross-pollinate ideas and
transmit knowledge, whether it’s keeping traditional skills alive or
bringing cutting-edge innovations to the market.

Google search interest: “recycled” in apparel
Search interest for “recycled” is rising in the apparel category, with top
related topics including clothing, sustainability and brand
Google Trends, apparel category, past five years, worldwide
Copenhagen Fashion Week

Search interest
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Fashion and science are becoming increasingly intertwined, as
bioengineering influences new differentiated materials that are
created with a responsible mindset. For example, Public School’s
collaboration with material scientist Theanne Schiros resulted in
compostable sneakers made from kombucha waste.

02 Fashion

Business strategies
Approach new collections with a mindset of improving product rather
than replacing it. Carry over elements that do not need to be changed.
WGSN carries over 30% of its colour palette each season to promote
design longevity. Practical items that offer multiple uses will appeal
to cost-conscious, post-pandemic consumers. Focus on cost-per-wear
metrics to drive versatile items such as reversible or transseasonal
pieces. Incorporate removable layering or detachable trims and
embellishments.

Paying attention to the smallest
details can reduce overall
carbon footprint.

Paying attention to the smallest details can reduce overall carbon
footprint. Drastically reduce unnecessary components such as
rivets, and select trims that make products easy to disassemble. Also
experiment with components that will improve recyclability, such as
dissolvable thread.
Artisans should be supported via responsible co-creation and
collaboration, giving access to a more equitable market for their work.
Work respectfully, making sure you understand and respect the cultural
significance of the designs you create. Tap into organisations such as
the Cultural Intellectual Property Rights Initiative, which mediates
between the interests of fashion businesses and those of artisans and
traditional communities. Reject labour-intensive processes if they
cannot be produced responsibly.

Eon recently launched the global Partner Network.
Partners include The Renewal Workshop

02 Fashion

Case studies
Norwegian outdoor performance brand Helly Hansen has developed
Lifa Infinity Pro, a fabric that delivers long-lasting, professionalgrade performance without any added chemical treatments, and
with everlasting water-repellent protection that need never be
chemically reproofed.
Brazilian brand Korshi 01 has been focusing on multipurpose items
that can be worn up to six different ways through the use of strategic
trims such as buttons and ties, offering more versatility.
Catarina Mina is Brazil’s first cost-transparent brand, encouraging
consumers to consider the full process and people behind an item of
clothing. The brand also claims to give artisans and designers their
due focus, making sure clients are aware of who produces its pieces,
and paying these producers fair wages and allowing them to work
from their own home, at their own rhythm, without compromising
their income.

Catarina Mina artisan: “I made your bag.” Photograph by Jamille Queiroz

02 Fashion

Rethinking packaging
With the growth of e-commerce already problematic from a
sustainability standpoint, high environmental-impact packaging needs
to be tackled at source. That means everything from mailers and
garment poly bags to hangers, e-commerce boxes and shipping cartons.
Go-to organisations to approach include The Sustainable Packaging
Coalition, whose members encompass the entire supply chain, and the
Ellen MacArthur Foundation’s initiative, New Plastics Economy, which
aims to support companies in making the plastics sector more circular.
Business strategies
Partner with closed-loop recycling and reuse companies to keep
packaging and hangers in circulation. Avoid single-use virgin materials
and engage consumers in returnable packaging.
Tackling these issues now will mean you stay ahead of evolving
packaging policy. Governments are adopting legislation targeted at
companies to tackle their waste.
The choice to use recycled, recyclable or reusable packaging has to be
weighed up carefully. A recent white paper from Fashion for Good lays
out the benefits and challenges of reusable packaging, outlining the
ecosystems in which it will lower environmental impact and the cases
where using recycled and recyclable options would still outperform
it. Ensure recycled plastic is certified by the Global Recycled Standard
(GRS), considering both industrial and domestic recyclability.
Understanding the pros and cons in relation to your ecosystems is key
when it comes to planning short-, medium- and long-term strategies to
continuously target overall CO2 reduction.

Liza Summer

02 Fashion

Key takeaways
Case studies
UK outdoor brand Finisterre teamed up with Aquapak for
its Marine-Safe Leave No Trace Garment Bags, used in its
e-commerce. Made from a synthetic Hydropol polymer, they
break down into non-toxic biomass in the soil and sea, and can
be dissolved safely down a sink in water.
Los Angeles-based brand Reformation has switched from
100% compostable bags, made of bio-based materials, to 100%
recycled low-density polyethylene bags with a biodegradable
polymer that allows the bag to break down in landfill. On its
website, the brand says it made the switch because home
composting was not available to all in the US.

01
Prioritise biodiversity
Seek out tanneries, spinners, mills and fibre producers using
regenerative agriculture practices. Choose organically farmed leather,
cotton, wool and bast fibre developments. Use third-party certifications
and track and trace technology to connect business targets directly to
product development.

02
Challenge your design approach
Put your product's lifecycle at the forefront of design decisions. Lead
with innovation before decoration. Design with minimal waste, ease of
recycling, repair, reuse and resale in mind.

03
Align packaging innovation with wider overall carbon strategies
Partner with closed-loop recycling and reuse companies to keep
packaging in circulation. Avoid single-use virgin materials, engage
customers in returnable packaging, and back up your claims with
relevant certifications.
Finisterre x Aquapak

03 Beauty
Replacing resource-heavy processes with biotech and
waterless innovations

Lab-grown ingredients and waterless products are taking the sting out
of supply scarcity and shipping emissions, and challenging the idea that
all-natural is always better, but there’s work to be done on making recycling
and refills simpler and easier.

каринакаржавина

Biotech beauty
The importance of preserving nature has been heightened by the
pandemic, with Covid-19 demonstrating the tenuous balance between
people and planet. Consumers are now looking for beauty ingredients
that are nature-identical without being taken directly from nature
itself, mitigating fears around risks to the loss of biodiversity and future
zoonotic viruses.
At WGSN, we’ve been highlighting the growing relevance of labproduced ingredients since 2018, driven by a need for the beauty

industry to future-proof its supply chain as scarcity caused by
economic, political and environmental conditions threatens the
availability of key ingredients.
Biotech ingredients are synthesised in a laboratory, using green
chemistry to combine microorganisms with engineered microbes
from natural sources such as yeast, fungi and bacteria. This results
in effective nature-identical active ingredients that offer the same
beauty benefits as nature’s own, while also avoiding animal-derived

03 Beauty

components, biodiversity loss and deforestation, and reducing the
carbon and water footprints associated with resource-heavy
ingredient farming.
These emerging ingredients address a number of growing consumer
concerns, offering assurances that the ingredient upholds health and
safety requirements thanks to its science-backed approach, while
appealing to conscious beauty consumers who are looking to reduce
their impact.
Messaging around the benefits of ethically produced biotech ingredients
will be vital to ensure significant uptake, and to alter the consumer
belief that all-natural is always best.
Business strategies
Two new areas of biotechnology represent areas of opportunity. Blue
biotechnology from marine life is currently an untapped market,
expected to grow by $1.77bn between 2019 and 2023 at a CAGR of 7%.
Marine resources such as algae, marine bacteria, halophytes, marine
mud and fish are a rich source of active ingredients such as iron,
copper, proteins, vitamins A, B and C, and amino acids. These natural
ingredients have a long pedigree of use in anti-ageing, hydration
and photo-protection products, and their proliferation in the market
highlights the need for biotech solutions that will protect our oceans.
White biotechnology is another interesting area. This approach uses
living microorganisms and enzymes to synthesise products that are
easily degradable and require less energy to make, appealing to the
more granular sustainability requirements of consumers.
According to a report from the French National Centre for Scientific
Research, there has been a significant rise in research and development
in this area, with alternatives for patchouli, sandalwood and vetiver
coming to the fore.

Messaging around the benefits of
ethically produced biotech ingredients
will be vital to ensure significant
uptake, and to alter the consumer
belief that all-natural is always best.

03 Beauty

Case study
German multinational chemical company BASF has partnered
with Dutch ingredients company Isobionics to create a renewable
replacement for sandalwood called Santalol. Sandalwood oil is
a much-used ingredient, extracted from the wood and roots of
the white sandalwood tree. The trees are not ready for harvesting
until they are 30 years old, and their existence is now endangered
due to over-exploitation. Santalol is an artificial alternative,
created via the fermentation of corn starch.

Blue biotechnology from marine life is
currently an untapped market, and it’s
expected to grow by $1.77bn between
2019 and 2023 at a 7% CAGR.
Technavio

Polina Tankilevitch
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Waterless beauty
The world’s supply of fresh water is running out. The UN predicts
that by 2025, two-thirds of the planet’s population will be living in
water-stressed conditions.
Population growth, accelerated consumption and economic
development are increasing global demand for water by 1% year
on year. On average, humans use around 4,600 cubic km of water
each year, with 70% used for agriculture, 20% for industry and 10%
at home. The average person in the Western world consumes 140
litres a day, and with the global population predicted to reach up to
10.2 billion by 2050, demand is set to outpace supply.
The water crisis will pose a number of problems for beauty
brands, in both their manufacturing processes and for consumers
in using their products. Rising awareness of water quality and
scarcity is inspiring consumers to demand products that use
less water to make and use, while transparent supply chains will
need to demonstrate that water supplies are treated with respect
throughout production.
Waterless innovations are already upticking. Wild-harvested
ingredient supplier Forestwise, based in the Netherlands, has noted
an increased demand for its Illipe butter in the last year – used in
solid beauty formulations. This rise in solid beauty formats has
been spurred by consumer desire for products that last longer in
the home, but the growth is also positive for the planet, with solid
formulas containing no water.

Sarah Chai

On average, humans use
around 4,600 cubic km of
water each year, with 70%
used for agriculture, 20% for
industry and 10% at home.
The World Water Development Report, UN
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Popularity of refillable and reusable beauty
products grows on social media
Case studies

Beauty consumers are increasingly aware of issues surrounding
waste and the importance of recycling
WGSN social media data

11.3%

2021

8.5%

2020

5.5%

2019

2018

4.0%
Penetration of 're ll' and 'reuse' (%)

UK-based skincare brand Haeckels’ 60% H2O Ocean Cleanse
Concentrate + Allantoin product comes in pill form that
transforms into a gel when water is added. The format is about
97% cheaper than its water-based counterpart and reduces
CO2 emissions from manufacturing by 94%, and from shipping
by 95%.
MONO Skincare is a newly launched brand from Hong Kong
presenting solid skincare tablets that dissolve in water. It offers
eight tablet formulas including a cleanser, moisturiser, toner,
night serum, and hand and body products. Users buy the
refillable bottle once, fill it with water and add the
concentrated tablet.

Business strategies
Dry or solid products that are activated by water represent the future
of waterless beauty, with Mintel stating that 13% of UK consumers
and 15% of French consumers are interested in dry-use soap, bath and
shower products.
As well as reducing water use, BYOW (bring your own water) formats
are safer and more effective than traditional water-based products,
where water is used as an inexpensive filler – leading to the reduced
effectiveness of active ingredients and the need to use more product
overall, generating waste.
Removing water from a product also gives it a longer shelf life, thanks
to the lack of free water where bacteria can grow, appealing to the
value-driven sustainable consumer. What’s more, removing water
drastically reduces the weight, volume and packaging of a product,
lowering carbon emissions throughout its lifecycle.

Haeckels

03 Beauty

Recycling decoded
Lockdown has increased consumer awareness of waste, with
demands for recycling to be more convenient coming to the fore. In
particular, disengaged consumers are expecting businesses to make
the necessary changes to their packaging, allowing them to live more
sustainably with ease.

Social media conversations on reducing
waste continue to grow
This a cross-industry issue, but beauty users lead the way,
and conversations spiked on Earth Day 2021
WGSN social media data

According to a recent global survey by Hi-Cone, 80% of people who
don’t recycle all their plastic would do so if they had more facilities or
guidance. A UN Environment Programme study found that just 19% of
plastic packaging labels provide quality information to make informed
decisions, with labels on compostability and biodegradability being
the most confusing, alongside the inconsistent use of the ‘chasing
arrows’ symbol.

Polina Tankilevitch

It’s up to brands to make the process less confusing. Efficient recycling
systems such as in-store collection points for beauty packaging are
making life simpler – Maybelline, Boots and Nordstrom all announced
new schemes in the past 12 months – while educational tools can help
consumers recycle packs effectively. Lumi’s on-pack QR codes allow the
consumer to discover information about local recycling facilities.

03 Beauty

Legislation is also forcing brands to reimagine their packaging for a
wasteless future. In South Korea, for example, a blanket ban on hard-torecycle plastics such as PVC came into effect last year.
Global recycling infrastructure needs to be modernised and
expanded as a matter of urgency for recycling rates to improve.
Collaboration between brands, governments, manufacturers, recyclers
and the waste management sector is the only way to ensure new
measures are fit for purpose.
Tokyo is ahead of the curve, launching the New Business Model for
Sustainable Use of Plastics Initiative. This project recycles single-use
plastic into new packaging and involves five organisations, including
beauty brand Kao, which will be responsible for designing monomaterial and recycled material packaging.
Business strategies

Mart Production

Simplicity is vital. Making a
product in a single material
automatically makes it easier
for the consumer to recycle.

One way to ensure greater ease of recycling is via mono-materials.
Packs containing multiple materials, either in the form of components
such as pumps and lids or ‘layers’ of different materials that cannot be
effectively recycled, are on their way out.
Simplicity is vital. Making a product in a single material automatically
makes it easier for the consumer to recycle, negating the need for packs
to be taken apart and separated to ensure efficient recycling. Brands
should consider things like closings, caps and fixings when it comes to
innovating in this space.
Products that can’t be made from just one material should adopt the
‘design for disassembly’ mantra. This design approach finds ways to
reduce material use, while creating packaging that’s quick and easy
to disassemble at the end of a product’s life, leading to more efficient
repair, reuse and recovery of key material resources.

03 Beauty

Key takeaways
Case study
UA Packaging from Hong Kong has launched a metal-free foamer
bottle that’s 100% recyclable. Most pump mechanisms are a
combination of plastic and metal, and can’t be disassembled
for recycling. The foamer uses a twist opener combined with a
squeezing action to dispense the product.

01
Partner with biotech firms to develop lab-grown ingredients
The conversation is moving away from ‘all-natural is always best’, but
you will still need to hold your consumer’s hand as you make the shift to
lab-grown innovations, explaining the benefits and efficacy clearly.

02
Reduce your reliance on water
Invest in solid and dry formats, and educate consumers on the
sustainable benefits of waterless beauty, from extended shelf life to
reduced carbon emissions.

03
Make recycling easy
Make packaging with recyclability in mind to ensure it can be disposed
of easily within existing infrastructure. Simplify the process with monomaterial packs and clear recycling guidelines.

UA Packaging

04 Food & Drink
Moving from scientific moonshots to sustainable and
commercially viable solutions

The environmental impact of food and drink is vast and complex (a recent
study puts it at nearly 40% of global emissions), but the good news is that
there are also huge opportunities for sustainable innovations. The popularity of plant-based meat alternatives would have been hard to believe 10
years ago, and next on the horizon is cell-grown meat, as well as smart
spoilage sensors to reduce food waste, and the rise of the carbon-positive
climatarian diet.

Aleph Farms

Cellular agriculture
Cellular agriculture – growing meat from cells without harming
animals – is no longer a science experiment. In the next three years,
cell-focused startups will introduce dozens of meat, poultry, seafood
and other products into the marketplace, emerging as one of the food
world’s most dynamic sectors. With mass-scale disruptive impact at
least five years away, expect ‘cell ag’ to deliver consumer benefits and
reduce the environmental costs of meat production within two years.

Altogether, the alternative meat space consists of plant-based
analogues, those made via protein, generated from microbial
fermentation and real meat cultivated from animal cells. Cell-based
meats are not ‘fake meats’. While they are competing for a slice of the
$20bn-plus global meat substitutes sector, they are real meat cultivated
from animal cells.

04 Food & Drink

This industry is exploding thanks to major investment from food
industry visionaries. In 2016, there were just four cell-based food
startups, according to the Good Food Institute. By early 2020, that
number jumped to 70 global startups trying to recreate at least 15
different types of animal flesh, including pork, shrimp, chicken, duck,
lamb and even foie gras.
Even the most advanced cellular agriculture companies are still years
away from achieving price parity with plant-based meat makers such as
Impossible Foods and Beyond, but a 2019 analysis by Kearney projected
that once industrial scale is achieved, cell-focused companies will
produce almost 40% of all meat consumed globally by 2040.

Environmental concerns among food
and drink users on social media
Farming/agriculture is the rising dominant concern, suggesting solutions to alleviate this impact will be increasingly important
WGSN social media data

Plastic Water Farming/Agriculture
4

Business strategies

Once approved, will people eat it? One global 2019 survey found that
Indian and Chinese consumers were more enthusiastic about cell-based
meat than Americans. The same study also showed omnivores were
more inclined to accept cell meat over non-meat eaters. A 2020 survey
revealed 44% of French and 58% of German respondents would be
willing to try cell-based meat. In Australia, 72% of Gen Z were reluctant
to embrace cell-based meats, favouring plant-based meat instead.

3
Penetration (%)

Cellular agriculture could make for a more sustainable food supply and
bring exciting opportunities for consumers and brands, but innovators
must first overcome regulatory hurdles and win consumer acceptance.
The US-based Alliance for Meat, Poultry & Seafood Innovation called
on the USDA to develop clear labelling guidelines for cell ag products
in October 2020. In a sign of progress, Singapore became the first
government to approve cell-based meat, Eat Just’s chicken nuggets, in
December 2020. In March 2021, Israel’s Aleph Farms signed a deal with
Brazil’s largest meat supplier, BRF, to partner in producing cell-based
meat as part of the giant’s 2030 Vision Strategy. BRF’s strong position in
Brazil should also aid regulatory speed.
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Case studies
Israeli SuperMeat has created a test restaurant next to its pilot
plant near Tel Aviv to engage with curious diners. The world’s
first lab-to-table restaurant shows consumers how cell-based
meat is grown and how varying inputs can alter texture
and taste.
Singapore’s Shiok Meats is beginning small-scale production
on ground shrimp designed for dim sum and shumai. Shiok’s
product will be pricey ($50 per kg) at a small scale, but holds
disruptive potential because of its immense popularity and
suitability for lab-grown production.
Aleph Farms

44% of French and 58% of
German respondents would be
willing to try cell-based meat.
University of Bath, Université Bourgogne Franche-Comté,
Ipsos Germany

SuperMeat’s cell-grown chicken burger
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Reducing carbon
Carbon neutrality is increasingly high on the agenda for missiondriven consumers. Around two-thirds of global consumers say they
would feel more positive about companies that can demonstrate their
efforts to reduce the carbon footprint of their products, according to
the Carbon Trust. Many people have already cut down on meat and
dairy for environmental reasons, but increasingly, for those adopting
a climatarian diet, this is only one step. A climatarian aims to reduce
their carbon footprint in everything they do, including choosing foods
from farms that track their own footprints or use regenerative practices,
seeking out climate hero foods, and practising zero-waste for food
or packaging.

Among food and drink users on social media,
awareness of the carbon footprint of our food
production is growing each year
WGSN social media data

Air Company’s Air Vodka

3.74%

2021

2.69%

2020

2.01%

2019

2018

1.52%
Penetration of 'carbon footprint' (%)

Climatarians are focused on carbon positivity as the ultimate goal.
Although major brands are pioneering this, smaller disruptor brands
are leading the way, partly due to increased agility, but also because
many are built from the ground up to be climate-positive. Seaweed food
company AKUA launched a carbon-sequestering kelp burger; insect
firm Ento has created a bug burger patty in Malaysia; and New York’s
Air Company makes vodka by capturing carbon dioxide from the air,
removing half a kilogram of carbon dioxide from the atmosphere per
kilogram of alcohol produced.
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Business strategies
Calculating carbon footprint throughout the supply chain is
complicated. British supermarket brand Tesco started to put carbon
measurement labels on products over 10 years ago, but had to pull
the initiative because of the amount of data that was needed. Today,
technology has improved and data is easier to collect on a more
consistent basis. Brands are starting to label once again, with some
partnering with independent organisations for verification. Lowering
carbon footprint is the first step, but we are now at a critical point, with
climate neutrality the only option. Work with regional bodies such as
the Carbon Trust in the UK or Climate Active in Australia to create a
path to neutrality and cut emissions as much as possible, offsetting
only what you need to. Ensure product launches have clear signage, and
explain the journey to your customers.

Case study
Canadian wellness brand Natreve, maker of vegan and grass-fedwhey protein powders and snacks, partners with Plastic Bank
and pays coastal communities in countries including Haiti and
Brazil to collect plastic trash from their shores. This is then sent
back into the global manufacturing supply chain. Natreve says
it has helped clean out over 28m lbs of plastic, or 650m water
bottles, from the oceans. Tackling plastic is an innovative way to
offset carbon, but Natreve’s partnership with Plastic Bank also
improves the wellness of communities negatively impacted by
the overuse of plastic.

Keywords paired with “carbon” on posts by
food and drink users on social media
Footprint, climate, plant, planet, water and change rank highly alongside carbon
WGSN social media data
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Tackling food waste
Food waste is a major issue. If it was a country, it would be the
third biggest global emitter of greenhouse gases behind the US
and China. Roughly one third of all food produced globally for
human consumption is never eaten. Beyond the environmental
toll, this costs the food industry an estimated $1trn each year. As
consumer awareness of this issue grows, accelerated by the climate
emergency, new solutions are emerging.
In September 2020, a coalition of nearly 200 major food suppliers,
manufacturers and retailers – including Ahold Delhaize, Walmart,
Kroger, Mondelez, Nestlé and PepsiCo – committed to the 10x20x30
initiative, with the goal of cutting their food waste in half by 2030.

Brands and sourcing platforms are
partnering with food producers to
upcycle waste.

Business strategies
Ways to tackle food waste are advancing all the time. Some involve
manufacturing byproducts or imperfect and surplus ingredients into
new products – progress is being made in the 3D-printing sphere for
both edible and non-edible materials. One day restaurants or households
could have countertop 3D printers that transform food waste ingredients
into edible new products in minutes. In 2020, the EU-funded BARBARA
Project, which was tasked with producing bio-based materials from
food waste, concluded after four years. It resulted in the development of
eight new materials that are suitable for 3D-printing prototypes in the
automotive and construction sectors.
Partner with other industries to create sustainable ecosystems. There are
many examples of food nutrients from leftover ingredients being recycled
for the beauty industry. Brands and sourcing platforms are partnering
with food producers to upcycle waste and boost profits for both. Examples
include Givaudan, which partnered with Danish startup Kaffe Bueno to
develop Koffee’Up, a hydrating and anti-ageing coffee oil ingredient made
from upcycled coffee waste. In the US, Citrus Extracts, which upcycles
waste from juice producers, has signed an investment deal to expand
its citrus fruits peel ingredients into the cosmetics industry, and French
company Laboratoires Expanscience has developed an active eye-care
ingredient from avocado waste. The Body Shop has launched a new
shower gel made from misshapen cucumbers that would otherwise be
discarded, and UK-based online platform Full Circle Upcycled Beauty sells
food waste to cosmetics creators, including a range of oils made from
berries, and the recently launched Gin TONIQ – a cosmetic ingredient
repurposed from gin distillery leftovers.
One tech solution headed for the mainstream is smart sensors. These
labels with embedded sensors can be affixed to a product to provide
a more accurate measure of freshness than ‘best by’ dates. Applied to
packaging at manufacturing or retail level, tags monitor products across
the supply chain or in store to detect when a food expires, enabling
efficient, targeted discarding of products that are no
longer consumable.

04 Food & Drink

Key takeaways
Case studies
Timestrip labels monitor food in transit, providing a visual
indication if (and for how long) a product travels out of a
safe range.
UK company Mimica Touch’s temperature-sensitive labels
predict food spoilage levels via a pectin base (a vegan
alternative to gelatine), which decays at the same rate as
food. When the label is smooth, the food is edible; when the
label or bottle cap is bumpy, it has likely expired.
Scientists are also developing advanced solutions. MIT
engineers built a Velcro-like food sensor made from silk
microneedles that pierce through plastic packaging to test
food for signs of spoilage. The microneedles draw fluid into
the back of the sensor label, which is printed with bio-inks
that change colour when in contact with bad bacterias,
pH ranges or E. coli. A separate sensor from MIT detects
ethylene gas, flagging if a food is ripening too quickly and
allowing producers to change storage conditions.

01
Educate consumers about cell-based products to build trust
If investing in cell-based meats when approved, also invest in education
materials, marketing outreach, sampling opportunities and other
communications to inform and engage curious eaters, and to build trust
in these new meats.

02
Identify your biggest carbon contributors and tackle
them first
Sustainability is a vast issue, so pick initiatives that will make the
biggest difference and conquer them first. While carbon footprints are
challenging to calculate with no global standard, there are reputable local
organisations that can help brands achieve transparency. Ensure your
future products are being tracked and labelled correctly to hit this target
market.

03
Think outside the box to reduce food waste
Reducing food waste will require doing things dramatically differently.
This may include partnering outside your industry and rethinking how
products are made, and whether a waste product could be subbed for an
ingredient. It could also require working alongside the wider business to
map and track the supply chain using new tech-enabled solutions.
Mimica Touch

05 Interiors
Leading the way with longer product lifespans,
low-impact production, and rental and resale models

More than most other industries, interiors are driven by products with a
longer lifespan, and sustainability has become a mainstream consideration
within this. Consumers are scrutinising versatility, durability, materials
provenance and production processes, and brands not only need to design
products that meet these standards; they also need to design their post-purchase future, whether it be recyclable, repairable, rentable or resellable.

Sustainable furniture
Consumer demand for products that foster sustainable principles,
services, manufacturing and green initiatives remains high. According
to a survey in the US by the Sustainable Furnishings Council (SFC), 86%
said that materials and processes that do not harm the environment
are the fourth most crucial attribute when purchasing furniture. Also,
90% think that the chemicals and materials – not just woods, but also

cotton and linen upholstery – used when manufacturing furniture are
important in their purchasing decision. Meanwhile, eBay says searches
for “eco furniture” and “sustainable furniture” have risen by 171%, and
ResearchAndMarkets.com forecasts that the furniture resale industry
will reach $16.6bn in sales by 2025, a 70% increase from 2018.

05 Interiors

Consumers are demanding more transparency, honesty and ethical
practices from the furniture brands they buy into, as self-education
is rising. Consumers look to ethical accreditation and environmental
certifications to build reassurance that furniture purchases are from
responsible sources. A report by Ethical Hour entitled The Knowledge
is Power – Consumer Trust in Sustainability Report found only one in
five consumers trust brand claims, while 83% would be more likely to
trust a product’s sustainability claims if it had been verified by a third
party, and 60% are willing to pay 5% to 10% more for home furnishings
certified to be environmentally safe. Consumers find assurance in
third-party certifications, so clear communication about sourcing,
traceability and the conditions of the manufacturing environment are
vital to building integrity. To ensure brand transparency, break down all
aspects of the product build, from the framework to the upholstery.

Interest in sustainable cotton and linen for
interiors is slowly emerging on social media

cottonbro

WGSN social media data
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60% are willing to pay 5%
to 10% more for home
furnishings certified to be
environmentally safe.
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Business strategies
Whether it be FSC- and PEFC-certified or Red List chemical-free, help
consumers distinguish between honest claims and greenwashing.
Explore authorised and third-party certification boards that are verified
and trustworthy in both the eyes of the industry and the consumer – see
our Sustainability Glossary at the end of this white paper for more on
this. Don’t let accreditation hold back aesthetics. Designs can be both
inspirational and environmentally friendly.

Case studies
Created via a collaboration between Italian furniture brand Arper and
architecture firm Gensler, the Mixu collection of chairs is available
in a range of sustainable materials and finishes. The chair’s base is
constructed of 70% recycled steel and finished with a non-VOC paint,
and the seats are available in FSC-certified wood, leather, fabric and
post-industrial recycled plastic.
Mexican brand Luken creates furniture out of recycled plastic taken
from oceans and rivers. A side table, for instance, is made from 350
plastic bottles.

Arper x Gensler. Photograph by Salva Lopez

05 Interiors

Circular retail systems
Following closely in the footsteps of fashion’s recommerce boom,
secondhand interiors and circular retail strategies are going
mainstream. At WGSN, we’ve been tracking the rise of low-impact
consumerism, closed-loop supply chains and secondhand products
since 2018, when we forecast ‘the end of more’. Like many trends, the
pandemic has only accelerated consumer awareness, shining a light on
personal consumption habits and their impact globally. A recent Mintel
survey reported that more than half of urban Chinese consumers buy or
rent secondhand products because it is good for the environment.
It’s not just sustainability concerns pushing consumers to embrace
secondhand and circular products; it also dovetails with a recessionary
mindset and the growing number of consumers who are embracing

45% of Gen Z
consumers are
becoming thriftier
in order to build
confidence in their
financial future.
Decluttr

frugality. An August 2020 survey by US recommerce retailer
Decluttr found that 45% of Gen Z consumers are becoming
thriftier in order to build confidence in their financial future,
while 72% are trying to think of creative ways to save or make
money. Millennials, many of whom are now living through
the second recession of their lifetime, are also mindful of how
they’re spending.
Returning large pieces of furniture to the production chain
can be technically and logistically challenging. US firm
FloorFound is a new circular commerce platform dedicated
to oversized items, allowing brands to reclaim and resell
used merchandise. As Gen Z consumers begin renting and
Millennials continue to purchase their own homes, they
will look to sustainable secondhand markets, recommerce
platforms and subscription-based rental programmes to
furnish and decorate them, representing lucrative potential
for brands and retailers
Business strategies
There are many retail options; experiment with takeback, recommerce and buy-back programmes as a way to
incentivise more sustainable habits among customers. Make
buy-back easy for shoppers with in-store drop-off or inhome pick-ups, and offer incentives such as store credits or
percentage discounts. IKEA Australia launched a furniture
buy-back service in 2019, and will roll this out to global stores
over the coming months.
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Case study

IKEA buy-back service in the UK

Storytelling on IKEA UK's buy-back tags

Another solution is renewal and refurbishment, as global interest in
mending and crafting pushes brands to rethink how they can give
their own products a longer life through repair. Examine your supply
chain to find product areas that can be recycled and reimagined into
new lines, and create enticing take-back or buy-back programmes
that galvanise consumers. This is an option that can be scaled up for
mass-market – US brand Pottery Barn has announced a partnership
with The Renewal Shop, called Pottery Barn Renewed, in which imperfect and returned Pottery Barn textiles will be restored to sellable
quality and discounted.

In Germany, the Berlin Senate (which governs the Federal State
of Berlin) is working to reduce waste by opening a state-run
secondhand department store, originally called B-Wa(h)renhaus
(a play on words meaning conserve and department store), and
recently renamed Re-Use Superstore. The store, which took over
the well-known Karstadt department store in Kreuzberg, sells
upcycled furniture, clothing and electronics, and there are plans
to open locations in all Berlin boroughs over the next several
years to “anchor the reuse of used goods in urban society.”

Circular stores are taking this one step further. From mass brands
to local stores, interiors retailers are creating circular ecosystems
with new secondhand shops. According to thredUP, the global resale
market, including furniture, decor, books and clothing, is expected to
take over the traditional thrift and donation segment, growing to $64bn
by 2024. Retailers are tapping into this market, creating their own
stores in which consumers can sell and purchase used products. Create
secondhand retail channels online and in physical spaces to appeal to
consumers who want to keep products out of landfill and save money.

Re-Use Superstore
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The rental opportunity
As consumer attitudes toward ownership and the sharing economy
change, the desire for low-commitment subscription models and rental
services will accelerate, catering to personal lifestyles and affordability.
Like fashion and jewellery, the rental model is an increasingly
popular choice for those investing in interiors. Discarded furniture
has increased by 50% over the past 20 years, but furniture rentals and
subscription services emerge as a solution to avoid landfills.
A McKinsey survey highlights that the majority of consumers – around
65% – experimented with different shopping behaviours during the
pandemic, such as e-commerce, subscriptions, BOPIS (buy online, pick
up in-store) and secondhand purchases. The rental furniture market
has weathered the coronavirus storm well, with new initiatives focusing
on circular product ecosystems and affordability for consumers. In
the UK, Harth was one of the first furniture rental brands to launch,
in 2018, and department store John Lewis announced the launch of its
own rental furniture service in 2021, signalling that this model is going
mainstream. These new launches show there is consumer appetite
for low-commitment subscriptions that can be altered depending on
personal needs. Rental furniture not only offers flexibility for changing
lifestyles, but also adapts to evolving consumer tastes and styles. What’s
more, the subscription model allows consumers the gratification
of a purchase without the guilt of consumption, since they can feel
confident that their returned item will stay out of a landfill.

Harth

Business strategies
Use subscription and membership plans to deepen your relationship
with your customer, and to inspire homemakers to update interiors
responsibly and affordably. Introduce membership solutions that
support flexibility and circularity, with rental services that connect to
consumers’ needs, tastes and budgets. Offer flexibility by allowing for
last-minute changes.

Harth
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Key takeaways
Case studies
In India in April 2021, furniture rental startup Furlenco announced
it raised $10m in funding, stating that the “subscription business
model with monthly recurring revenue allows us to be a lot more
resilient than many of the other startups who are seeing their
monthly revenues plummet significantly”.
In Hong Kong, Føerni is a new online furniture subscription
platform that rents contemporary furniture and decor products
from HAY, Vitra and Normann Copenhagen. The brand even
offers programmes for landlords, to make staged and furnished
apartments more appealing to design-focused tenants.
Aloogie is a new Brazilian startup that offers C2C and B2C rental
for multiple categories, from home construction equipment
to furniture and party decor. Apart from encouraging more
sustainable consumerism, it also generates income for people, as
they can rent their own items.

01
Champion circular design with recyclable and renewable
materials and components
Consumers want furniture that lasts, and they are rejecting the
use of environmentally harmful chemicals. Adopt a circular
model in which materials, waste and the products themselves
are reused and recycled rather than disposed of.

02
Demonstrate your eco-credentials with certifications
As consumers become more aware of greenwashing, commit to
clear and precise messaging. Publish future commitments that
you can be accountable for, and proudly display certifications
and accreditations.

03
Don’t just design products; also design their future
Look to repair, recycling and rental programmes to keep
furniture out of landfill, and as e-commerce continues to grow,
invest in solutions that resell and refurbish bulky items such
as sofas.
Aloogie

06 Consumer
Tech
Say goodbye to planned obsolescence and e-waste; say
hello to right-to-repair, mass-retailer recycling and
carbon labelling

Technology purchases are increasing (the average US household now has
an estimated 25 connected devices such as laptops, phones and streaming
devices), but so is e-waste, which totalled 53.6m metric tonnes globally
in 2019. For consumer tech, the path to sustainability lies in clear carbon
labelling, circular systems with recycled and renewable materials, and
longer-lasting, easily repairable products.

Sahand Babali

Carbon awareness
Consumers are increasingly aware of the carbon cost of using the
internet and other digital technologies, from bitcoin to NFTs, and this
is increasing the importance of carbon tracking and labelling. Although
the carbon cost of internet usage is currently relatively low at an

individual level (according to Netflix, the CO2 of one hour of streaming
is the equivalent of driving an average car a quarter of a mile), at a mass
level it’s estimated that data centres use 1% of the world’s electricity,
and energy use will increase fast in the 5G era.
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Business strategies
Tech companies need to commit to a carbon budget. Streamline
your websites and digital media to be carbon-aware, and add
carbon labelling to products so that consumers can make
informed choices and offset their purchases when desired.
Sustainable labelling can be confusing, with a wide variety of
terms in use, so work with third-party certifiers to integrate clear
figures and win customer confidence.

Olha Ruskykh

Case studies
Microsoft aims to be carbon-negative by 2030 and charges internal
departments a fee of $15 per metric tonne of emissions to incentivise
progress. Logitech has introduced Carbon Transparency labels - validated
by independent third parties such as IFU Hamburg - to gaming products,
and will roll them out across its entire portfolio by 2025.

Logitech G Pro Wireless mouse
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Material reinvention
The consumer electronics industry faces global environmental
challenges regarding the origin of the raw materials it uses, as well
as its manufacturing emissions, and the low recovery and recycling
rates of the waste its products create. E-waste (electronic waste) is
the fastest growing waste stream in the world, with around 50m
metric tonnes produced each year. It also holds significant value,
making it a potentially lucrative resource. Within this ‘tsunami of
waste’ lie precious metals, including gold, copper, nickel, indium
and palladium, which give e-waste an estimated annual value of
$62.5bn, opening up an economic as well as an environmental
opportunity. As countries that previously accepted e-waste
implement import bans and policies, brands are under pressure to
take responsibility for their waste.
Most plastics in consumer electronics today are non-renewable,
petrochemical-based materials with sizeable carbon footprints.
Recycling rates are low: according to an OECD policy paper from
2018, only 14-18% of plastics are thought to be recycled globally,
with the remainder either incinerated (24%), or disposed of in
landfill or the natural environment (58-62%). Plastics recycling
is evolving to meet these challenges, but low-carbon, renewable
plastic materials are not always compatible with established plastic
waste streams and recycling.
The environmental impact of energy-intensive metal production
for consumers is also being reassessed. Emerging processes are
opening up more efficient and higher-quality recycling, and lowcarbon, fossil-free metals production.

Anisha Sharma's Radio Re-Made is engineered entirely from e-waste

E-waste (electronic waste) is the
fastest growing waste stream in
the world, with around 50m metric
tonnes produced each year.
United Nations
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Business strategies
Identify material and process combinations that improve sustainability
in consumer tech, exploring both emerging and scalable opportunities
for your brand. Consider the following alternatives: recycled e-waste
materials and renewable plastics and textiles, circular composites, and
low-impact metals.

Dan-Cristian Pădureț

Case studies
Dell’s Advancing Sustainability goal includes making 100% of packaging
and “more than half” of its products from recycled or renewable
materials by 2030. Samsung has set a goal to recycle 15bn pounds of
e-waste in the same timeframe. Dutch brand Fairphone – long a leader
in sustainable tech – has made its new smartphone, the 3+, from 40%
recycled plastic, and in London, designer Anisha Sharma has made a
radio entirely out of e-waste.
In 2020, Electrolux teamed with Stena Recycling to prototype a 90%
recyclable vacuum cleaner made from 100% recycled materials, including
e-waste from hairdryers, vacuum cleaners and computers. The brand
aims to make its products from 50% recycled plastic by 2030.
Amazon’s latest Echo devices are made from 100% post-consumer
recycled fabric, 100% recycled die-cast aluminium and 30-50% postconsumer recycled plastic, in line with the retailer’s Climate Pledge, while
all of Google’s Made by Google hardware now uses recycled materials.

Amazon Echo
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Extending lifespans
Consumers are seeking greater control over the lifespan of their
electronics, and they expect brands to support their endeavours.
The production phase accounts for a large proportion of the
lifetime emissions of electronics: around 80% for mobile devices,
57% for washing machines and one-third for TVs. “What really
makes a difference is buying less kit and keeping it for longer,” says
Chris Preist, Professor of Sustainability and Computer Systems at
the University of Bristol in the UK.

Repairability is a growing topic worldwide: Repair Cafes (a global
network of meet-ups) saw a 73% increase in registered repairs
from 2018 to 2019, while US company iFixit’s repairability scores
and product teardowns make it easy for consumers to see brand
progress (or lack of) regarding making their products repairable.

European governments are exploring the idea of lifespan labels for
white goods. A report by Germany’s federal government found that
“within any given price segment, consumers opted for products
with a longer lifespan significantly more often in all appliance
groups if they had information on lifespan”.
Another key aspect of this is the growing Right to Repair
movement. A 2021 YouGov study found that 54% of consumers
globally would prefer to repair broken tech than replace it, with the
figure rising to 71% in India and 65% in the UAE. As right-to-repair
legislation gathers pace and consumers expect more responsibility
from brands, planned obsolescence is losing traction and repair is
climbing the list of consumer priorities.
In the EU, right-to-repair regulations came into effect this
year, under which manufacturers have to supply spare parts
for machines for up to 10 years and provide better access
to information on repairs. There is strong support for such
regulations: 77% of European citizens would rather repair their
devices than replace them, while 79% say manufacturers should
be legally required to make it easier to repair devices, according
to a European Commission study. Right to repair legislation is also
gaining ground in the US, where President Biden has instructed the
Federal Trade Commission to draw up new rules.

54% of consumers globally would
prefer to repair broken tech than
replace it, with the figure rising to
71% in India and 65% in the UAE.
YouGov
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Business strategies

Implement lifespan labelling, extended warranties and guaranteed
Google search interest: tech repair near me
long-term software support for electronics. Develop DIY kits that
empower consumers to maintain products and replace components
Screen, phone, computer and TV repair searches are all on the rise,
more easily. Partner with repair experts to establish best-practice
as the right-to-repair movement gains popularity
repairability and determine how it could factor into future product
Google Trends, past five years, worldwide
design. Explore repair subscription services as an alternative source
of revenue, but be generous with open-source repair where feasible,
such as by supporting Repair Cafes. Design for disassembly, to make
Tech repair near me Phone repair near me Screen repair near me
repair viable and keep spare parts in circulation.
100
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Case studies
Brands are making maintenance more accessible. Sonos has
created a DIY battery replacement kit for its Move speaker,
Samsung’s Galaxy Buds Live earbuds have replaceable batteries,
and Huawei operates a global battery replacement programme for
its smartphones. Bang & Olufsen’s Beosound Level speaker features
a modular design for easy maintenance, and is also the first Cradle
to Cradle-certified speaker, which means it has been assessed
across five critical sustainability categories, including material
reuse. While the average smartphone is replaced every 33 months,
the Teracube 2e has a four-year warranty, a replaceable battery
and three years of guaranteed software updates – key to extending
the life of devices – and Morrama’s Renew smartphone (which
also tracks carbon emissions) can be split into three individually
replaceable modules.

Morrama’s Renew smartphone

Meanwhile, France is making headway with legislation and has
introduced repairability labels for five categories of electronics –
smartphones, laptops, TVs, washing machines and lawnmowers –
which detail the ease of repair of the item, and the availability and
price of spare parts. French electrical retailer Darty has launched
Darty Max, a subscription service that entitles customers to have all
their appliances repaired for €9.99 per month.

Bang & Olufsen’s Beosound Level speaker
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Key takeaways
01

02

03

Tackle emissions with transparency

Choose materials holistically

Build in repair

Streamline websites and digital media to
be carbon-aware, and add independently
certified carbon labelling to products so that
consumers can make informed choices and
offset their purchases where desired.

How do new and emerging materials fit
within established waste streams and
recycling processes? Take a lifecycle
analysis approach to avoid making
decisions at the manufacturing stage that
will have a negative effect on circularity.
Renewable alternatives may reduce a
product’s immediate carbon footprint, but
be wary of knock-on effects.

Design for disassembly. Empower your
customer to make or organise repairs
with comprehensive access to all the
necessary elements, including spare
parts, user-friendly manuals, guides,
tools and local services. Build repair into
your business model before it’s a legal
requirement.

Report index
Related sustainability-focused reports are available for WGSN subscribers here:
01 Consumer Profiles

Details & Trims Forecast S/S 23

Ones to Watch: Carbon-Neutral Drinks

Sustainability Strategies 2023

Podcast: Material Gains for the Future with Mylo

Intelligence: Food Waste

03 Beauty

05 Interiors

Ones to Watch 2021: Biotech Ingredients

Intelligence: Sustainable Furniture

Coronavirus: Impact on Sustainability – Formulation

Big Ideas 2021: Lifestyle & Interiors

Winning Strategies: Waterless Beauty

The Recessionals

Coronavirus: Impact on Sustainability – Packaging

10 Key Trends for 2020: Retail & VM

Key Trend 2022: Paper Packaging

Interiors Strategy: Circular Retail Opportunities

Ones to Watch 2021: Monomaterial Packaging

Sustainability Bulletin: September 2020

Coronavirus: The Impact on Sustainability – Key Drivers

Sustainability & Innovation: Cotton

Intelligence: Sustainable Palm Oil

Materials Intelligence: Paper Innovation

Intelligence: Sustainable Mica

Intelligence: The Closed-Loop Kitchen

Ones to Watch 2022: Paper Packaging Innovators

Intelligence: Responsible Interiors Packaging

Ones to Watch 2021: Brands with Clear
Recycling Guidelines
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Coronavirus: Accelerating Localism
Podcast: Global Strategies for a Local World
Decolonisation: Evolving Social Values
Podcast: Building an Optimistic Future
Key Emotions Map 2021
Webinar: Creating Sustainably
Sustainability Trends: The Rewilding Economy
Quantified Sustainability: Personal Carbon Budgets
Regenerative Business: Shifts & Strategies
Southeast Asia: Sustainability Developments
Podcast: Sustainability Branding in a Sceptical Age
Luxury: Sustainability Strategies 2021
Emerging Innovation: Tracking &
Communicating Sustainability

02 Fashion
Sustainability & Innovation: Responsible Leather
Sustainability & Innovation: Cellulosics –
From Forest to Fashion

04 Food & Drink
Intelligence: Cellular Agriculture
Future of Food & Drink 2031
Intelligence: Microbial Fermentation

Active Forecast S/S 23: Design-Wise

Key Trend: The Climatarian Diet

Sneaker Materials Forecast S/S 23

Key Trend: Eco-Labels

Intelligence: Design Priorities – Occasion & Party

Big Ideas 2022: Food & Drink

Sustainability & Innovation: Designing the Circular Jean

Ones to Watch: Carbon-Neutral Snacks

Intelligence: Sustainable Technology
Big Ideas 2023: Consumer Tech
Intelligence: Design for Repair
Intelligence: Recycled & Renewable Materials
Ones to Watch: Closed-Loop Kitchen Appliances
Digital Pollution: Addressing Technology’s
Hidden Carbon Footprint

Research index
01 Consumer Profiles

03 Beauty

World Economic Forum–Ipsos 2020
consumer survey

Blue biotechnology is expected to grow

Capgemini sustainability survey
IBM 2020 consumer report
KPMG survey on consumer trends
Royal College of Psychiatrists climate
crisis study
Journal of Climate Change and Health,
anger to action study

Chemistry Europe, white biotech report
BASF launch of Isobionics Santalol
World Water Forum
Water shortages in 2050
UN on water scarcity
Mintel report including dry-use products

Edelman Trust Barometer 2021

Hi-Cone global State of Plastic
Recycling survey

State of Plastic Recycling report

UN Environmental Programme study
South Korea ban on hard-to-recycle plastics

02 Fashion
Regenerative Organic Alliance’s
ROC certifications
Savory’s Land to Market programme
Timberland and Savory partnership
Kering and Conservation International

Tokyo’s New Business Model for Sustainable
Use of Plastics Initiative

Furlenco secures funding

Australian survey on Gen Z and
lab-grown meat
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Israeli SuperMeat test restaurant

Deloitte survey on connectivity and
mobile trends

Carbon Trust research on labelling

E-waste quantities

Tesco drops carbon-label pledge

Right to Repair in the US

Food waste third biggest global
greenhouse gas emitter

Carbon footprint of Netflix streaming

One third of food never eaten
Food waste footprint
10x20x30 initiative
MIT Velcro-like food sensor

Data centres’ energy use
Data energy use in 5G era
E-waste estimated annual value
OECD policy paper on plastic recycling
Production phase emissions of
mobile phones

Environmental impact of food & drink
on global emissions

Sustainable Furnishings Council
consumer report

The $20bn-plus global meat substitutes sector

Ebay search surges for eco and
sustainable furniture

Buying less kit, keeping it for longer

Off-the-Shelf Second Hand Furniture
Market, 2017-2025 report

Germany federal govt report on
product lifespan

Ethical Hour sustainability report

YouGov consumer study on
repairing tech

TextileGenesis’s blockchain-enabled supply
chain traceability

Kearney analysis on the future of
cultured meat

Birla Cellulose’s GreenTrack

Alliance for Meat, Poultry &
Seafood Innovation

Fashion for Good white paper on
reusable packaging

2020 French & German survey on
non-meat diets

05 Interiors

Cultivated meat and cell-based food startups

Cultural Intellectual Property Rights Initiative

McKinsey survey of consumer
sentiment during Covid-19

04 Food & Drink

Lenzing’s blockchain-enabled supply
chain traceability

EON’s CircularID Protocol traceability tool

2019 survey on consumer perceptions
of cell- and plant-based meat

Mintel survey on Chinese consumers

Letter to USDA on clear labelling guidelines

Decluttr survey on young US consumers

Singapore approves sale of lab-grown meat

ThredUP 2021 Resale Report

Aleph Farms exports cell-based meat to Brazil

Discarded furniture in America

Production phase emissions of
household appliances
Lifecycle assessment of plasma TV

EU citizens rather repair devices
President Biden and Right to Repair
Repair Cafés and repair increases
Smartphone lifespan

Sustainability
Glossary
Based on the principles of circular product design,
the ever-evolving WGSN Sustainability Glossary
provides definitions of key concepts and terminology
related to environmental, social and economical
sustainability throughout the whole supply chain.
Applicable to the Fashion, Beauty, Lifestyle,
Interiors, Tech, Food and Drinks industries.

Explore the glossary

WGSN methodology
Our proprietary methodology combines data science, analytics and
human expertise to give you a valuable visualisation of how trends are
growing, and where and when they should be leveraged for new product development and business optimisation. Here are the key terms and
definitions we use.
Social media data
We leverage the power of Yimian’s AI technology and real-time social listening
and analysis tool to identify trends, keywords and sentiments on social media.
Data and analysis are based on social media posts containing keywords and
hashtags related to sustainability topics from accounts within our WGSN
Influencer Maps. For our Create Better white paper, the data was collected from
January 1 2018 to July 30 2021.

WGSN Influencer Maps
These are created by a team of WGSN trend specialists to identify global
influencers from a range of sources for different industries. For Food & Drink,
this comprises chefs, recipe creators, dieticians, nutritionists, food brands
and grocery retailers. For Interiors, it comprises brands, retailers, interior
designers, stylists, and editors. For Beauty, the map includes retailers, brands,
make-up artists, dermatologists and spas/salons.

Penetration
The percentage of sources in our Influencer Maps who have interacted with a
trend keyword or hashtag in a period of time (# unique users who posted once
or more/total active users x 100).

WGSN Barometer
This product identifies underlying patterns that are affecting consumer
demand, brand perception, experience measures, competitive activity and
behavioural segmentation through the most in-depth consumer survey in the
fashion industry. Barometer includes a daily survey of consumers (circa 550) in
the US, UK and Germany, plus bespoke quantitative research.

The Create Better white paper is brought to you by

WGSN’s global team of experts
Lead Team
Emma Grace Bailey,
Senior Strategist, Beauty
Jennifer Creevy, Head of Food & Drink
Lorna Hall, Director, Fashion

Helen Palmer, Head of Materials,
Knit & Textiles, Fashion
Clare Varga, Head of Beauty
Lisa White, Creative Director, WGSN;
Director, Lifestyle & Interiors

The Sustainability
Glossary was compiled
by the WGSN
Sustainability Board

With thanks to our
partner, Copenhagen
Fashion Week
Isabella Davey, Head of Communications
& Digital

Sarah Housley, Head of Consumer Tech
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Olivia Barnes, Strategist, Fashion
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Jennifer Creevy, Head of Food & Drink
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Allyson Rees, Senior Strategist
Lifestyle, Insight
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Sarah Housley, Head of Consumer Tech

Martina Rocca, Strategist, Insight
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Matt Coppock, Head of Subbing
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Andrea Bell, Director, Insight
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Marketing Manager

Sofia Martellini, Strategist,
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Kara Nielsen, Director, Food & Drink

Alistair Holloway, Project Manager

Lisa Yong, Director, Consumer Tech
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Europe

Chris Ye, Localisation Manager

Laura Loszak, Data Analyst
Jenni Middleton, Director, Beauty

Chloe Jerrard, Senior Mindset Consultant
Tamara Leguia, Trend Specialist, WGSN
Laura Loszak, Data Analyst
John Newton, Head of Colour
Technology, Coloro
Bonnie Pierre-Davis, Strategist, Interiors
Helen Palmer, Head of Materials, Knit &
Textiles, Fashion
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Martina Rocca, Strategist, Insight
Lucila Saldana, Strategist, Fashion
Julia Skliarova, Senior Strategist,
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Isabel Wharton, Strategist, Prints &
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Gizem Arici, Sustainability Manager

Cecilie Thorsmark, CEO
Copenhagen Fashion Week is the leading
Nordic biannual fashion week, held in
January/February and August each year.
Sustainability is the core focus area for
Copenhagen Fashion Week, both in terms of
how the event is executed, and how it works
to inspire and encourage the industry to be
more sustainable.
Disclaimer: WGSN has produced this white
paper independently of brands featured in the
report. Brands whose images are used do not
endorse the content, and there has been no
payment either way for use of brand images.

About WGSN
Consumer behaviours and shopping priorities
are changing fast, and brands must rethink
their engagement strategies to stay relevant
and successful.
As a change forecaster, WGSN guides you
through this shifting landscape by providing
expert consumer insight and actionable
product design information.
From climatarian diets and the packaging refillution to myceliummade furniture and clothes, we show you how concerns around
climate change are driving innovation and creating opportunities
that address consumer needs in a more sustainable way.
WGSN constantly monitors the signals of change that will impact
how people think, feel and behave, so you can focus on creating the
right products at the right time.
Cxpturing Souls

WGSN Insider Blog

Find out more about how we can help you.

