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It is our great pleasure to share with you Bleckmann’s 2023 Leading Circular report.  With this report, our 
intention has been to contribute new data and ideas to the apparel and textile industry to accelerate circularity.

The interest and awareness of circularity are almost unbelievable since 2015 when we started The Renewal Workshop. 
There are hundreds of new service providers for repair, rental, renewal, resale, and textile recycling for brands to advance 
their own circular strategies. And yet, few brands have adopted circularity strategically.

In this report, we partnered with Statista to look at the landscape of the various business aspects of circularity to see where 
the traction and challenges have been. This gives us insight to understand where we are and where the industry needs to 
focus. 

One area that has become evident is a lack of vision for circularity, describing the future we want to create.  Not just what 
is possible today, but something we can hope and build towards.  I share a vision for anyone to adopt, something that has 
guided our work within Bleckmann. 

Further in this report, we asked sustainability and circularity leader Sandra Gonza to share her inspiration and insights for 
a circular vision and why a move away from the linear economy is so critical to the human and ecological ability to thrive. 

The results of working with a vision for circularity were evident as we spent 2023 diving into the work of integrating the 
services of The Renewal Workshop within Bleckmann.  Moving from conversations to the nitty gritty work of aligning and 
advancing our technology, our renewal processes, expanding education, and infl uencing culture.  

We share some recent case studies of how Bleckmann uses its position in the supply chain to off er circular services. 
Additionally, we summarize current EU environmental legislation to get a good handle on how it is impacting the Apparel 
and Textile industry. 

Finally, we continue our exploration from past reports on the relationship of degrowth to circular.  Highlighting what 
brands as well as other companies in the industry should be considering as they build their business for the future.

As always we welcome any feedback and invite a conversation to advance circular. 

WELCOME
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GLOBAL APPAREL PURCHASING HABITS BY SELECTED COUNTRY 3

The fashion and textiles industry is responsible for around 4% of the world’s greenhouse gas emissions. 70% of these 
emissions can be attributed to upstream activities such as production, preparation and processing, and 30% to downstream 
retail operations. It is expected that emissions will rise by around a third to 2.7 billion tonnes by 2030 if the industry 
continues manufacturing in this manner and no further action to lower its footprint is taken.1 Consumers are not without 
blame, however, with the average person expected to purchase 17.6 items of apparel and footwear in 2023 alone, up from 
17.2 items three years ago,2  highlighting that simply getting dressed every day is fuelling this rise in emissions.

VALUE SPENT PER
person in EUR*

ITEMS PURCHASED 
PER PERSON

AVERAGE VALUE 
PER ITEM IN EUR*

US

UK

Brazil

Norway

Egypt

India

China

Vietnam

Japan

771

812

107

1050

25

31

181

22

500

53

33

11

12

2

5

30

2

26

14.65

24.96

9.58

25.81

11.54

6.40

6.15

8.96

19.17

INTRODUCTION
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The 27 countries in the European Union are also making a significant contribution, with the average EU citizen buying 14.8 
kg of clothing (costing an average of EUR 600), 6.1 kg of household textiles (EUR 70), and 2.7 kg of footwear (EUR 150) 
in 2020 alone. While this was lower than in previous years due to the COVID-19, it is expected that consumption will 
rebound in the coming years.4 

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020

AVERAGE EU-27 CITIZEN CONSUMPTION OF CLOTHING, FOOTWEAR AND HOUSEHOLD TEXTILES 
IN KILOGRAMS BY YEAR 5 

1.5 1.5 1.3 1.3 1.5 1.4 1.4 1.4 1.5 1.6 1.2

3.6 3.4 3.0 3.2 3.4 3.0 3.5 3.3 3.6 3.5 2.7

2.3 1.8 1.7 1.7 1.9 2.0 2.1 2.2 2.4 2.4 2.7

Although many fashion brands are addressing this and exploring ways to curb this growth in emissions such as by promoting 
trade-in among their customers and creating products using recycled materials, relatively few are adopting circular models 
and directly offering platforms to resell, rent, repair and remake items. This circular market is currently worth EUR 67 
billion,* representing just 3.5% of the global fashion market, and includes fast-fashion companies such as H&M and Zara.6  

Third-party resale platforms such as Poshmark, Threadup and Vinted only represent around 20% to 30% of this highly 
fragmented market.7  However, as more customers turn to more sustainable options and are being increasingly motivated 
by affordability, convenience and alternative fashion options such as resale and rental, circular models could represent as 
much as 23% of the market by 2030 at EUR 639 billion*.8

With the increase in interest in and access to circular solutions, we will explore the status of circular economies today and 
in the future, why companies are potentially stuck in the past and unable to transform their businesses to support and 
promote circular models, and how and why this is our global call to action to make significant changes quickly to tackle the 
climate change challenges facing us all.
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When it comes to purchasing apparel, fashion items and footwear, sustainability is an important factor for 60% of 
consumers.9  Despite this, a large proportion of purchasers rarely or never look for information about a brand’s sustainability 
measures when deciding to make a purchase.

Even though few people seek out sustainability information, 89% of consumers worldwide say that over the past fi ve years 
they have changed their purchasing behaviour and shifted towards buying more sustainable products to some extent. Just 
1% said that they had become less sustainable.11 

However, it’s not just consumers who are responsible for changing their behaviour and seeking out product and company 
sustainability information. They also believe that companies should manufacture fashion items in ways that protect the 
environment and are sustainable such as reducing and reprocessing waste and limiting emissions.

CIRCULAR ECONOMIES IN THE FASHION 
AND TEXTILE INDUSTRY

PERCENTAGE OF PURCHASERS IN SELECTED COUNTRIES WHO RARELY OR NEVER LOOK FOR 
INFORMATION ABOUT A BRAND’S SUSTAINABILITY PRACTICES WHEN DECIDING TO MAKE 
A PURCHASE 10

Not that often

Never or almost never

3151

8

28

16

31

8

28

13

37

11 10
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Manufacturers and suppliers also have a duty to provide sustainability details, for example as per the Digital Product 
Passport measure introduced by the European Commission, and actively produce textiles and apparel in as a sustainable 
way as possible. This is of course not without its problems and many executives in the industry believe there are 
a wide range of challenges to improving consumer perceptions of their sustainability credentials. This includes lack of 
standards to assess sustainability performance (79%), cost of sustainable materials (68%), compliance (39%), quality 
of sustainable materials (35%), reduction of environmental impact linked with supply chains (28%), effective marketing 
and PR (22%), insufficient budget to invest in sustainability (22%), and hiring talent with sustainability expertise (9%).13  

Although many of these companies are focused on their sustainability credentials and goals, too few concentrate 
their efforts on circularity, which is a key way that companies can address many of their sustainability concerns 
and aims while also catering to the needs of their customers. By adopting a circular economy model such as by 
offering repairing, remaking, reselling or renting services to extend the life of garments, wearers not only get 
the best out of their purchases, but manufacturers and suppliers also become more mindful of the lifecycle 
of their products and make steps to improve their level of sustainability and limit effects on the environment.  

 
Even though fashion brands have made quantitative improvements in the past year in terms of their circularity impact, 
Kearney’s Circular Fashion Index scores come in at just 2.97 out of 10 in comparison to last year’s result of 2.65 out of 10, 
showing that the fashion industry still has much to do.14 

With this in mind, we explore the current status of the circular economy market and how this is likely to develop in the 
coming years.

No use of chemicals which are  
toxic for the skin/environment

Reduce/reprocess waste

Limit greenhouse gas emissions

Limit water consumption

Limit energy consumption

No mistreatment of animals

Limit transport-related pollution

57.70

47.40

47

43.90

41

38.40

32.40

63

48.50

37.10

44.10

41.80

53

29.50

60.50

56.10

51.80

38.70

42.30

36.70

31.90

52

56.80

53.90

38.50

46.40

39.40

38.40

CONSUMER OPINIONS ON HOW COMPANIES SHOULD MANUFACTURE FASHION ITEMS TO 
PROTECT THE ENVIRONMENT IN SELECTED EUROPEAN COUNTRIES IN 2023 IN PERCENTAGE OF 
RESPONDENTS 12



7Leading Circular 2023

CIRCULAR ECONOMY MARKET STATUS AND OUTLOOK
The apparel and footwear sectors of the circular economy market are expected to witness strong developments over the 
next few years, growing by 96% and 107% respectively between 2022 and 2026. When combined, they will also form one 
of the largest segments of the circular economy market in terms of revenue.

CATEGORY 2022 2026

Consumer electronics 85.30 169.69

DIY and hardware 66.35 149.96

Apparel 56.01 109.76

Furniture 28.08 63.65

Household appliances 25.89 59.45

Accessories 14.49 29.14

Toys, hobbies and video games 13.29 28.16

Footwear 11.46 23.76

Luxury goods 8.65 17.42

ESTIMATED REVENUE OF THE CIRCULAR ECONOMY MARKET IN 2022 AND 2026 WORLDWIDE, 
BY CATEGORY, IN EUR BILLION* 15

This growth will continue beyond 2026 and into 2030 when resale models are expected to be the main drivers of this 
revenue in the fashion and textile industry and are anticipated to be valued at EUR 435 billion* by this point. 
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ESTIMATED REVENUE OF THE 
CIRCULAR ECONOMY MARKET 
IN 2022 AND 2026 WORLDWIDE, 
BY CATEGORY, IN EUR BILLION* 16

Resale - 435

Repair - 29

Rental - 153

Remaking - 15

However, despite this predicted growth, less than half of fashion and textile companies currently have at least one circular 
fashion programme in place,17  highlighting that the take-up of circular business models among these types of companies is 
still relatively low and that they have yet to tap into the various circularity models on offer.
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STATUS OF CIRCULARITY MODELS IN THE FASHION AND TEXTILE INDUSTRY
Among the 44% of companies around the world that had at least one circular fashion programme in place last year, less 
than a quarter had allocated resources to circular models or set up collaborations with other industries, raising questions of 
their commitment to their circularity measures.

Programme to reduce, recycle or reuse 
unsold goods in order to avoid their 
destruction : 29%

Allocation of R&D resources toward circular 
fashion and/or cross-industry collaborations 
: 23%

Programme for consumers to repair their 
purchased products : 19%

Programme to reduce shedding of 
microfibres : 16%

Programme to educate customers on how to use 
their products more sustainably and make them 
last : 11%

Programme to reduce the temporality of 
collections : 9%

PERCENTAGE OF COMPANIES THAT HAVE THE FOLLOWING CIRCULAR FASHION PROGRAMMES 
IN PLACE 18 

This being said, it is important to note that companies in European countries are much more advanced when it comes to 
deploying circular fashion programmes, with almost six in ten allocating their resources to circular fashion, building the 
foundations and paving the way for a successful circular economy.
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PERCENTAGE OF COMPANIES THAT HAVE THE FOLLOWING CIRCULAR FASHION PROGRAMMES 
IN PLACE BY REGION 19

Programmes to make products and 
collections fashionable for longer

Programmes

Programme to reduce shedding of 
plastic microfibres

Allocation of R&D resources towards 
circular fashion and/or cross-industry 
collaborations

Programme for consumers to repair 
purchased products

Programme to reduce, reuse or recycle 
unsold goods to avoid their destruction

Programme to educate customers on how 
to use products more sustainably and make 
them last longer

Asia Pacific

0

0

7

7

13

3

Europe

29

41

59

53

53

35

Latin America

13

0

13

0

13

0

North America

0

27

20

13

40

7

There is of course a considerably larger amount of governing 
bodies and cross-country and cross-industry legislation that 
influences and controls circularity measures across companies 
in Europe and particularly within the European Union, 
which perhaps offers an explanation to the current situation 
there (read more in the legislation section of this report). 
 
But despite the progress being made, commitment to circularity 
and reporting metrics is potentially still far too low. Without 
assessing the success or even failure of their measures in any 
way, it is extremely unlikely that companies are able to identify 
areas of improvement and in turn make adjustments to achieve 
an effective and efficient circular economy.














































